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Change the way you 
think about retail 
campaign marketing
If you’re a retailer or any organisation that has a message to push out to a 
network with marketing collateral into stores, branches or locations across 
the country, then you’ll probably understand the challenges this brings.

These companies have a lot 
in common when it comes to 
marketing. They have big television 
and radio campaigns, big banners 
around cities, and when you go into 
their store they also have printed 
material everywhere with lots of 
different messages, not forgetting 
videos on fixed in-store screens. 

All of this content is also available 
online and on social media 
platforms. Every campaign has 
bespoke artwork with different 
messaging. In telco stores for 
example, every phone and plan 
needs its own ticket with detailed 
information about the device.

For campaign-driven companies, 
successful retailing often means 
generating more targeted content 
and displaying it to their audience 
faster than the competition, 
or reacting quickly in a highly 
competitive market. How do they 
ensure the marketing collateral 
aligns with their broader  
advertising campaigns?

For retailers this presents a problem. 
How do they coordinate the creation of 
hundreds of printed and non-printed 
marketing assets from design through 
to delivery to thousands of locations 
around Australia? 

They may have an ERP and MRM 
but the information in these systems 
is too high level to run a campaign 
from, which inevitably means 
spreadsheets. Spreadsheets are 
fast for one person to use, but slow 
and cumbersome when you have 
to coordinate multiple teams and 
different organisations.

The answer is to ditch the 
spreadsheets and use a campaign 
management tool.

FGR LOOK_66.final.indd   2 30/10/19   5:04 pm



Issue 66 LOOK 3

Campaign management
A campaign management tool 
handles the detail of a campaign 
so that the marketing department 
doesn’t have to.

The ideal campaign management tool 
allows a marketing team to say when 
they want to go live in-store and what 
type of campaign they are running, 
like business as usual or tactical, and 
it will calculate all of the milestones 
and monitor how it is tracking. It will 
keep all of the stakeholders up to date 
on progress. 

It keeps everyone honest about the 
detail because every deliverable has 
to have a product code in a campaign 
management tool.

But the next level of campaign 
management is to automate as much 
of the detail as possible. 

Running the same campaign again? 
Just copy a previous campaign to 
automatically create all of your 
deliverables, each with a new unique 
product code. 

Using the same piece of artwork 
but need it to be output to multiple 
sizes? Create one product and tell 
the tool what resizes are needed 
and it should do the rest. It should 
create product codes and product 
descriptions so the creative agency 
knows what artwork they need to 
provide, the printers know what 
artwork they should expect and the 
distribution partner knows how much 
product to receive and how much to 
distribute to each location.

This functionality makes marketing 
staff more efficient, more in control, 
and enables them to spend more time 
on designing effective messaging 
rather than coordinating logistics.

Marketing should put the 
calculator down.  
The system should know how many 
delivery points for various marketing 
channels to calculate the total 
production amount required. Are the 
same pieces of material produced 
again and again? Then negotiate a 
contracted rate for production and 
the campaign management tool 
should provide a quote for your 
whole campaign in real time. 

Cut out the manual communication to 
third parties. A campaign management 
tool should know all of the delivery 
points, including to warehouses 
performing the distributions. The 
system can just send any third-party 
warehouse an advanced shipping 
notification that can be imported 
into their system, so they know what 
goods are due for delivery and when, 
including split deliveries.

A best practice campaign 
management system needs to cut 
out the key steps where so many 
retail companies struggle – building 
a distribution schedule that sets out 
which products need to be delivered 
in what quantities to each store or 
each merchandiser. It has all the 
information it needs; it should be able 
to produce this at the click of a button.

Finally, every step needs to be 
auditable and version controlled so 
the marketing team can know who 
did what and when.

We call this Launch, our 
best practice campaign 
management software; 
the single source of 
truth, that effortlessly 
performs every one of 
these tasks. 

Local area marketing
Retailers' successes to a great extent 
rely on generating more targeted 
content and displaying it to their 
audience faster than the competition. 
They need relevant, good looking 
content as fast as they can get it.

But you can only have so many staff in 
marketing and they can’t sniff out every 
opportunity or target every niche. 

With a local area marketing (LAM) 
tool everyone in the company can be 
in marketing while complying with 
brand guidelines. Marketing stay in 
control; they just have a whole lot of 
extra hands that can react in a tactical 
way to produce targeted messaging. 
More high-quality marketing content 
can be produced faster than the 
competition.

So how do they do this? A LAM needs 
to be able to give users templates 
where they can substitute text and 
images in pre-approved ways. They 
should be able to see a preview of 
their creation in real time, then run 
what they create through an approval 
workflow. The final output can then 
be printed and delivered, or the 
person placing the order can just get 
the high-resolution file.
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Sounds great, right? Well, the key with 
a LAM is that staff need to engage 
with it and for that to happen it needs 
to look good, be branded and have the 
right look and feel on a computer or 
mobile device. 

Ideally it should be really easy 
to instantly search for which 
templates to use. Make it a hub for 
a variety of activities: business card 
ordering, ordering stock with stock 
level synching and order tracking, 
downloading videos, and social media 
scripts as well. Give people reasons 
to interact with it so they can see what 
new content is available for them 
to customise. 

The next level LAM is to be able to 
pull data through from company 
databases to help populate templates. 
Take the work away from users and 
eliminate mistakes.

For example, someone working at 
telco wants to create a poster for 
a mobile phone. A LAM can allow 
the user to select a specific model, 
automatically insert the phone image 
and plan details including pricing 
and terms and conditions, without 
the user needing to provide any other 
input, cutting out a whole range of 
common mistakes and delivering 
artwork faster.

We call this Shout, our 
local area marketing 
software and the single 
point of entry to creating 
and ordering marketing 
collateral. 

Robotic automation 
for creative content
Bulk artwork creation combines 
the requirements of campaign 
management and local area 
marketing. It’s a further acceleration 
of the concept of how retailers can 
create more high-quality content, faster.

For most companies in retail, the artwork 
they are creating involves designers 
and creative agencies continually 
making small changes to templates.

Ultimately, this involves doing 
three things.

RECOMPOSING 
This is similar to local area marketing 
– taking a template and updating the 
text and imagery in it. 

RESIZING 
Taking a template and setting its 
size for its targeted location.

REPURPOSING 
Taking a template and outputting 
it to a print ready or a digital file 
format like JPG or PNG for web or 
social media. 

The underlying artwork is the same, 
the concept and the content is very 
similar, it’s just a whole lot of tweaks 
that someone has to do.

But if one could create hundreds 
of pieces of artwork in minutes 
by uploading a spreadsheet into 
a bulk artwork creation tool, with 
sizes, output format and recipient, 
then it will be delivered faster, and 
at a fraction of the cost that the 
competition can produce it for.

We call this Morph, 
our robotic automation 
software for creative 
content that takes 
content and transforms 
it into the right medium, 
consistently and 
efficiently.

All the tools described in this article 
exist to unlock the productivity 
within retail companies in order to 
spend more time working on their 
core businesses and empowering 
their staff to do things faster and 
more effectively, by cutting out a lot of 
the boring bits that can be automated. 

All of these tools can also work 
together to improve speed to market, 
but also allow greater tactical engage-
ment with the market on multiple 
levels in multiple locations.
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